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traditional marketing 19-20

sales promotion 240, 252-61

direct marketing 259-61

impersonal communications
252-3

key elements 256

mismanaging plans 253-5

new sales process 226-7

objectives 255

preparing plans 253-5

processes 255

public relations 255-9

types 253-61

salespeople 262-5

personal communications 232,
262-5

sales plans 264-6
salesperson plan 265
size of force 2634
typical activities 263
what they do 262-3
see also employees; people;
staff
satellite markets 43-7

SBUs see strategic business units

scenario planning 337
SDC see Steadfast Design
Corporation
search engine optimization
(SEO) 242-3
sectors 1-2, 114, 152, 174-7
segmentation see market
segmentation
sensual product appeal 158
SEO see search engine
optimization
service audit 147-69
comparative analysis
150-1
differentiation 148-51
features/benefits 149-51
lifecycle analysis 161-9
positioning 151-61
USPs 148-50
service-dominant logic (S-D)
267
service guarantees 2767
service process analysis 295-7
service-profit chain 291
services
classification 29-35
definitions 27, 47-8
nature of marketing 2348
product definition 47-8
servitization of business 36
SERVQUAL model 302-3

shareholder value added (SVA)

347, 350-61
calculation of 360-1
company value 356
key market segments 360
marketing effectiveness

354-61
risk 35661

shoes online 245
short-termism 54, 68
Singapore train network 34
situation review 107-82
key assumptions 177, 180-1
marketing audit 108-73
Moritaki Computers 455-9
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Steadfast Design Corporation
428-34
SWOT analyses 171, 174-80
six Is of e-marketing
see 6 Is of e-marketing
size of company 232
size of service sector 1-2
skills 169-70
skimming pricing policies 278
small companies 331
Smith, B. 65, 126, 347
Smith, Wendall 112
social factors 146, 233-46
social media 233-46
6 Is of e-marketing 233-42
brand exposure 244-5
customer insight 244
customer service 245—6
networks 2434
relationship building 245
software companies 150-1
Sony 147
Spohrer, Jim 1
staff
branding 221-2
internal staff 85
judgement 32-3
marketing capacity budget 215
mission statements 85-6
see also employees; salespeople
stakeholders 84-6
Starbucks 147-8
Steadfast Design Corporation
(SDC) 425-39
advertising 439
background 425
business sector characteristics
429
corporate marketing plan 428
customer base 438-9
customer matrix 430-33
environmental review 434
executive summary 425-7
financial targets 437-8
funding sources 4334
income 430
marketing objectives 4367
marketing strategies 4367
plans/mixes 437
pricing 439
promotion 439
relative market share 428
situation review 428-34
SWOT analysis 426-7, 435
targets/programmes 437-9



494 Index

step-by-step planning 373-410
consolidating plans 400, 402-6
definition of planning 373
planning cycle 406
planning summary 373-5
purpose of planning 373
SBUs 376-91
strategic plan 374-91, 400,
406-10
timetable 378
why it is necessary 374
see also one-year marketing
plan
storyboarding 295
Stostack, Lynn 293
strategic business units (SBUs)
consolidating plans 400, 402-6
management of 377
managers and audit 378-9
mission statements 380
performance summary 381
running reference files 379
strategic plan documentation
379-91
strategic plan preparation
37691
Wilcox and Simmonds 445
strategic context 79-106
corporate objectives 100-5
mission statements 80-100
strategic marketing planning
process see planning
process
strategic plan 374-91, 400, 402-6
Alison, Hazlewood and
Partners 412-24
analysis section 377
basis of system 377
consolidating plans 400, 402-6
changes involved 402
directional statement
400, 402
financial history 402
main features summary 402
SBUs and major issues
402-6
contents 76-7, 379-91
documentation 379-91
assumptions 387
competitor analysis 385
consolidated budget 390
financial projections 382
market overview 383
marketing objectives 388-9,
391

marketing strategies 388,
391
SBU mission statement 380
SBU performance 381
SWOT analysis 384, 386
examples 412-65
importance of sections 377
leadership 65
marketing audit 377-9
marketing effectiveness 363
Moritaki Computers 454—67
outline of plan 76
planning cycle 331, 334, 336,
338
planning horizons 331
planning problems 65-7
planning process 55
quality test 406-10
sections 377
Steadfast Design Corporation
425-39
step-by-step planning 374-91,
400, 402-6
SVA 354
why it is useful 66-7

Wilcox and Simmonds 440-53

see also plan . . .
strategic planning
letters 333
marketing map 12
planning cycle diagram 406
value proposition 14-17
strategic value 35-6
strategy formulation 183-212
alternative mixes 205-7
detailed reviews 204-5
expected results estimation
204-5
marketing objectives 184204
see also marketing strategies
strategy risk 357-9
strengths see business strengths;
SWOT analysis
Stubbs, John 349
suppliers
interactivity 2367
marketing effectiveness 4
Porter’s five forces 145
relationship marketing 43-6
supplier markets 146
supply and demand 334, 271

SVA see shareholder value added

SWOT analysis 171, 174-80
Alison, Hazlewood and
Partners 415-19

bank analysis 179

competitive positioning 14,
143

extended forms 175-6, 179

independent schools 174-7

layout diagram 174

levels of 176

market segmentation 130

Moritaki Computers 458-9,
461, 463-6

objective/strategy-setting 174

planning cycle 332, 334, 336

planning process 58-60

quantification 177

risk analysis matrix 177, 180

SDC 426-7, 435

strategic plan documentation
384, 386

strategic planning exercise 178

traditional layout 179

Wilcox and Simmonds 446-7

T-Mobile Hot Spot service,
Starbucks 148
tactical marketing plans 75, 218,
376
see also implementation
programmes
Taghian, M. 70
tangibility
nature of service 30
product characteristics 24-5,
279
see also intangibility
target markets 15, 84-6, 113, 303
task-independent data
management 228
task management 228-9
task-related budgeting 392
technical quality 302
technology
direct marketing 260
new technology 145, 260
software companies 150-1
see also computer companies;
information technology;
Internet
Tesco 154
Thompson, Clive 349
threats see SWOT analysis
top management
audit hierarchies 333
budgets 215
consolidating plans 400, 402-6
delegation of planning 77



macro-issues 73

marketing expenditure 349
marketing orientation 339—40
mission statements 82
personal communication 261
planning department 330
plans for planning 69

weak support from 68-9
workshops 97-8

see also chief executive officers

top-down planning 70-1, 405
traditional marketing models
18-20, 235-6
training and consultancy
company 327-8
training programmes 69
transaction marketing 44
travel companies 229-30
trend analysis 111

UK see United Kingdom

uncertainty 317

unique selling propositions
(USPs) 148-50

United Kingdom (UK) 390

United States of America (USA)
2-3, 80-1

universities, PR 257

USA see United States of
America

USPs see unique selling
propositions

value
added 349-61
chains 17, 295, 350
choosing channels 282, 284
curve 282, 284
customer 11, 351
management 452-3

manufacturing services 35-6
monitoring 20-2
positioning 13-14
pricing 275-8
proposition 12, 14-22
shareholder value 347, 350-61
understanding 13-14, 22
value of company 356
Wilcox and Simmonds 452-3
value added 349-61
accounting value 351
customer value 351
marketing effectiveness
349-53
MVA 350-1
SVA 350-61
tangible vs intangible 352
value chain analysis 350
value-based pricing 275-8
value chains
analysis 295, 350
blueprinting 295
value proposition 17
value proposition 12, 14-22
4 Cs extended model 15-16
convenience factors 15-16
delivering 17-20, 21-2
determination of 14-16
marketing map 12
process diagram 15
values, mission statements 94-6
Vargo, Stephen 26
viral marketing 2467
Virgin Airlines 159, 220, 289, 297
Virgin Atlantic 289, 297
vision 52-3, 65, 94-6
visionary leadership planning
models 52-3
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Watson, Thomas 89-90
weaknesses see SWOT analysis
Wilcox and Simmonds Project
Management Ltd 440-53
Ansoff matrix 445
assumptions 449
background 440-1
business acquisition 453—4
competition 4434
CSFs 447-9
existing/new business 450-1
financial projections 443
gap analysis 446
market overview 443-8
market structure 444
market trends 444
marketing mix 452
marketing objectives 450-1
marketing strategies 4502
mission statement 442
personnel 442
portfolio analysis 449-50
profit analysis 442
review of first year 441-2
SBUs 445
SWOT analysis 4467
value management 452-3
Wilson, H. 347
wireless internet 147-8
Wirtz, J. 299
Woolworths 84
workshops 97-8, 342

Yankelovich, D. 113
Zappos online retailer 246

Zeithaml, V. 302
zero-based budgeting 216-18
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